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Use  keypads  and  facilitators  to  cre¬ 
ate  an  interactive  training  envi¬ 
ronment.  2/89  p.  128. 

27  Renting  Computers  Without 
Pain  3/89  p.  118. 

28  The  Exhibitor  Side  Using  com¬ 
puters  to  help  with  trade  shows. 
4/89  p.  145. 

29  You  Can  Take  It  With  You  A  lap¬ 
top  computer  creates  a  bona  fide 
portable  office.  5/89  p.  164. 

30  The  Sound  of  the  Beep  Using 
voice  mail.  6/89  p.  100. 

31  Super  Computer  Markets  Mega- 
meeting-and-selling  centers.  7/89 
p.  72. 

32  Groupware:  The  Future  Is  Now 
Businesses  of  the  future  will  rely 
on  teams,  who  will  in  turn  rely  on 
computer  aids.  8/89  p.  61. 

33  Buyer’s  Guide:  Mliere  to  Find 
Your  Computer  Solution  8/89 
p.69. 

34  Plugging  Into  LAN  Increase  pro¬ 
ductivity  with  a  local  area  net¬ 
work.  10/89  p.  122. 

35  The  State  of  the  Art  for  Decision 
Making  Companies  use  electronic 
brainstorming  in  strategic  plan¬ 
ning  meetings.  11/89  p.  51. 

36  Further  Uses  for  Registration 
Data  12/89  p.  83. 

CONVENTION  AND  VISITORS 
BUREAUS 

37  Politics,  Heroes,  and  CVBs  Con¬ 
vention  bureaus — and  their  cli¬ 
ents — can  emerge  from  political 
battles  as  victors  or  victims.  2/89 
p.  83. 

38  An  Interview  With  Charles  Gil- 
lett  2/89  p.  92. 

39  How  to  ^duce  a  CVB  Tips  on  us¬ 
ing  a  CVB  profitably.  2/89  p.  105. 

40  Is  a  Free  Service  Worth  the 
Price?  Housing  bureaus  of  CVBs 
raise  some  mixed  emotions  from 
planners.  2/89  p.  115. 

EXHIBITS  &  TRADE  SHOWS 

41  Editorial:  Give  Them  What  They 
Want  1/89  p.  54. 

42  Editorial:  KISS  and  Make  a 
Buck  4/89  p.  126. 

43  IVade  Shows  Taking  Off  Survey 
reveals  just  how  widespread  exhib¬ 
iting  has  become.  4/89  p.  130. 

44  Power  Buyers  of  the  1990s  How 
to  get  the  attention  of  the  new 
breed  of  buyers.  4/89  p.  131. 

45  Checklist:  Tips  on  IVade  Show 
Selling  4/89  p.  141. 

46  Editorial:  Out  of  the  Boondocks 
7/89  p.  48. 

47  Exhibit  Design:  Putting  the  Cus¬ 
tomer  First  7/89  p.  49. 

48  Checklist — The  Registration 
Area  The  place  for  entry,  informa¬ 
tion,  and  direction.  7/89  p.  73. 

49  Packaging  the  Convention  for 
the  1990s  Marketing  devices  fill 
trade-show  aisles.  9/89  p.  55. 

50  Editorial:  In  Praise  of  Visionary 
People  10/89  p.  102. 

51  Rx  for  Exhibit  Design  Woes 


Used  exhibits  are  a  growing  mar¬ 
ket.  10/89  p.  109. 

52  It’s  Show  Time  for  CEOs  More 
top  executives  are  attending  trade 
shows.  10/89  p.  110. 

FACILITIES 

53  Howdy,  Trail  Riders!  How 
About  Meeting  at  a  Dude 
Ranch?  1/89  p.  31. 

54  Do  You  Know  What  a  Confer¬ 
ence  Center  Is?  3/89  p.  47. 

55  Conference  Center  Sampler  3/89 
p.  64. 

56  1989  Lodgmg  Hall  of  Fame 
Award-winning  hotels.  6/89  p.  47. 

57  Hold  the  Frills:  Meeting  at 
Economy  Hotels  Hoteliers  seek 
out  budget-minded  planners.  6/89 
p.  77. 

58  Airport  Hotels  Pamper  Your 
Meetings  7/89  p.  61. 


59  Pinnacle  Awards  Directory  8/89 
Partm. 

FOOD  AND  BEVERAGE 

60  European  Diary  Eating  habits  on 
the  Continent.  1/89  p.  116. 

61  The  “Seoul”  of  Korean  Cuisine 
2/89  p.  129. 

62  Budget-Wise  Buffets  4/89  p.  147. 

63  Boothside  Sustenance  Attract 
delegates  to  the  exhibit  floor.  6/89 

p.  102. 

64  Ciurrying  Favors  India  offers  a 
variety  of  menu  ideas.  7/89  p.  75. 

65  A  Drink  Refresher  A  guide  to 
buying  liquor.  9/89  p.  176. 

GAMING 

66  Is  Your  Convention  Safe?  Gam¬ 
ing  cities  are  safer  for  groups  than 
you  might  think.  4/89  p.  69. 
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room.  11/89  p.  138. 

123  The  Typical  Get-Together  Casu¬ 
al  meetings  may  be  the  rule  in  cor¬ 
porate  America.  11/89  p.  139. 

124  A  Meetings  Philosophy  Make  an 
accurate  diagnosis  of  your  organi¬ 
zation’s  values.  12/89  p.  82. 

125  Interview  Basics  Use  on-camera 
skills  to  your  best  advantage.  12/89 
p.  84. 

MISCELLANEOUS 

126  The  Great  and  Terrible  Power 
of  Oz  The  Munchkin  Division 
meeting  of  the  International  Wiz¬ 
ard  of  Oz  Club.  2/89  p.  30. 

127  Unsuccessful  Meetings  SM  un¬ 
veils  its  first  lampoon.  2/89  p.  209. 

128  When  the  Axe  Falls  Planner  tells 
how  he  coped  after  losing  his  job. 
4/89  p.  121. 

129  Mr.  Spouse  Goes  to  New  Or¬ 
leans  Living  in  his  wife’s  shadow 
proves  to  be  a  rewarding  experi¬ 
ence  for  SMs  executive  editor.  5/89 
p.  47. 

130  “Keep  the  Spirit  Alive’’  A  China 
specialist  speaks  with  heartfelt 
conviction  of  the  country’s  turmoil. 
8/89  p.  31. 

131  Why  3M  Funds  Meetings  Re¬ 
search  An  academic  approach  to 
the  art  of  company  communica¬ 
tions.  9/89  p.  178. 

132  The  Woodstock  of  the  Meetings 
World  SM  editor’s  Pecos  River 
Learning  Center  experience.  11/89 
p.  32. 

133  1989  Convention  Service  Man¬ 
ager  Award  12/89  p.  27. 

134  Confessions  of  a  Bus  Driver  The 
man  behind  the  wheel  of  a  tour  bus 
talks  of  life,  conventioneers,  and 
the  art  of  stopping  a  40-foot  vehi¬ 
cle.  12/89  p.  72. 

PRODUCTS  OF  INTEREST 

135  Tools  of  the  TVade  Helpful  new 
products,  services,  and  publica¬ 
tions: 

1/89  p.  118; 

2/89  p.  130; 

3/89  p.  122; 

4/89  p.  150; 

5/89  p.  170; 

6/89  p.  106; 

7/89  p.  76; 

8/89  p.  105; 

9/89  p.  182; 

10/89  p.  126; 

11/89  p.  142; 

12/89  p.  86. 

RESORT  MEETINGS 

136  Risky  Business:  Liability  101 
Prevent  recreation-related  liabil¬ 
ity  at  your  resort  meetings.  1/89 
p.77. 

137  Gathering  in  Good  Health  On 
spas  and  meetings.  1/89  p.  82. 

138  The  New  Resorts:  How  Long 
Will  the  Fantasy  Last?  Can  meet¬ 
ings  coexist  with  dolphin  training 
and  wild  boar  hunting?  1/89  p.  90. 

139  Negotiations:  Winning  Hands 


Down  Resorts  will  negotiate  al¬ 
most  anything  in  shoulder  and  off¬ 
seasons.  1/89  p.  101. 

140  The  “Artful”  Hotel  Resorts  are 
investing  in  image-enhancing  art. 
1/89  p.  109. 

SPEAKERS  AND 

ENTERTAINMENT 

141  The  Expenses  Dilemma  Dealing 
with  speaker  fees.  1/89  p.  113. 

142  One-Night  Band  Brush  up  on  mu¬ 
sic  contract  terminology.  2/89 

p.  125. 

143  Getting  a  Mouth  Without 
Spending  and  Arm  and  a  Leg 
Ways  to  get  a  celebrity  speaker  for 
free.  10/89  p.  53. 

144  Inking  the  Deal  Make  sure  your 
speaker’s  contract  contains  certain 
key  elements.  10/89  p.  63. 

145  Speakers:  Long-Winded  and 
Unstoppable  Cure  meetings  of 
speechifiers.  10/89  p.  119. 

146  A  Beautiful  Friendship  When 
choosing  a  production  company, 
consider  personality.  12/89  p.  81. 

SPECIAL  EVENTS 

147  Special  Events:  'The  High-Wire 
Act  of  the  Meetings  Industry  A 
truly  special  event  is  an  exercise  in 
jeopardy.  7/89  p.  38. 

148  Anniversary  Waltz  Anniversary 
celebrations  have  become  the  inner 
fiber  of  the  specal  events  business. 
7/89  p.  45. 

SPORTS  AND  RECREATION 

149  Golf:  The  Power  Game  Golfs 
varied  uses  at  meetings.  5/89  p.  58. 

150  A  Shot  in  the  Dark  Golf  by  can¬ 
dlelight.  5/89  p.  67. 

151  Sponsorships:  A  How-To  Guide 
Sponsor  a  pro  tournament.  5/89 
p.69. 

152  The  Right  Stuff  Gifts  for  tourna¬ 
ment  winners.  5/89  p.  79. 

153  Everybody  Wants  to  Be  a  Star 
Videotaping  sports  events.  5/89 

p.  85. 

154  The  Ultimate  Hawaii  Golf  Tour¬ 
nament  A  round  robin.  5/89  p.  89. 

155  The  Accidental  Tennis  Player 
Can  a  willing  but  klutzy  old  dog 
learn  how  to  stroke  as  well  as  fetch 
balls?  5/89  p.  91. 

156  Checklist:  A  Golf  and  Tennis 
Agenda  10/89  p.  124. 

TRAINING 

157  What  They  Want  Isn’t  Always 
What  'They  Need  Ways  to  forecast 
your  company’s  training  needs. 
3/89  p.  117. 

158  Grown-Ups  With  Notebooks  The 
latest  findings  on  adult  education. 
5/89  p.  163. 

159  The  Reps  With  Stagefright  How 
to  soothe  trainees’  anxiety  about 
role-playing.  6/89  p.  99. 

160  Brand-New  Training  Center 
Shows  Commitment  to  Employ¬ 
ees  Touche  Ross  sets  up  in  Arizona. 
8/89  p.  37. 


161  Sharpening  Time-Management 
SkiUs  Using  time  well  can  be 
taught.  9/89  p.  175. 

TRAVEL  AND  TRANSPORTATION 

162  The  Executive’s  Love-Hate  Re¬ 
lationship  With  TVavel  2/89  p.  27. 

163  Toward  Safer  Skies  in  Unsafe 
Times  Will  tightened  airport  secu¬ 
rity  be  sufficient  to  groimd  terror¬ 
ists?  3/89  p.  100. 

164  Getting  There  Can  Be  Half  the 
Fun  Ways  to  transport  your  group 
in  style.  3/89  p.  107. 
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67  Donald  Tnunp:  High  Roller  of 
the  Boardwalk  Will  Trumpiza- 
tion  make  Atlantic  City  a  better 
place  to  meet?  4/89  p.  78. 

68  Reels  of  Fortune  Larger  payoffs 
and  new  technology  have  made  slot 
machines  big  business.  4/89  p.  83. 

69  Fleecing  the  Lamhs  What  the 
novice  should  know  about  live-ac¬ 
tion  poker.  4/89  p.  90. 

70  Let  the  Games  Begin  Behind-the- 
scenes  casino  tours  teach  gaming 
basics.  4/89  p.  93. 

INCENTIVE  TRAVEL 

71  Editorial:  How  1  Hate  to  Lose.  2/89 
p.  39. 

72  Incentive  IVavel  Losers:  Teach¬ 
ing  Johnny  to  Win  By  increasing 
training,  you  can  motivate  contest 
losers  to  win.  2/89  p.  47. 

73  Snapshot:  Malaysian  Magic  2/89 
p.  70. 

74  Editorial:  Know  Any  Good  Jokes? 
5/89  p.  121. 

75  What  Do  Winners  Really  Want? 
Tailoring  the  perfect  incentive  pro¬ 
gram  for  your  group.  5/89  p.  130. 

76  A  Pint-Sized  Incentive  Program 
What  to  do  with  your  littlest  win¬ 
ners.  5/89  p.  141. 

77  Weekends  for  Winners  Weekend 
incentives.  5/89  p.  145. 

78  Snapshot:  Cutting  Through  the 
Continental  Divide.  5/89  p.  159. 

79  Editorial:  Are  You  an  X  or  a  Y? 
9/89  p.  100. 

80  Ten  Pitfalls  of  an  Incentive  Pro¬ 
gram  9/89  p.  106. 

81  Snapshot:  Arctic  Antics.  9/89 

p.  160. 

82  Editorial:  What  About  the  Kids? 
ll/89p.  84. 

83  Incentive  Experts  “SITED”  for 
Creativity  1989  SITE  awards. 
ll/89p.  97. 

84  What  Fortune  500  Executives 
Think  of  Incentive  IVavel  Execu¬ 
tives  mold  incentive  travel  to  fit 
their  unique  styles  of  management 


and  sales.  11/89  p.  100. 

85  Snapshot:  Auto  Eroticism  in  Ger¬ 
many.  11/89  p.  136. 

INDUSTRY/SOCIAL  ISSUES 

86  Dark  Cloud  Over  MPI  Meeting 
Planners  International  experi¬ 
ences  difficulties.  2/89  p.  15. 

87  Can  Men  and  Women  Learn  to 
Communicate?  3/89  p.  36. 

88  Are  Ad  Agencies  Muscling  In? 
Will  ad  agencies  one  day  take  over 
the  meetings  industry?  4/89  p.  30. 

89  Hotel  Yield  Management:  Buyer 
Beware  Computers  enable  hotels 
to  project  maximum  yield  for  their 
rooms  years  in  advance.  5/89  p.  39. 

90  The  Strings  Attached  to  Flying 
Free  Pros  and  cons  of  comp  tickets. 
8/89  p.  90. 

91  Rebating:  Who  Pays?  Who 
Gains?  Planners  and  hoteliers  talk 
openly  about  rebating.  9/89  p.  47. 

92  Speaking  Out:  A  IVoubled  Fu¬ 
ture  for  the  Professional  Plan¬ 
ner?  A  top  planner  casts  a  search¬ 
ing  eye  on  the  profession.  11/89 
p.45. 

93  Racism  at  Meetings  12/89  p.  48. 

INTERNATIONAL  MEETINGS 

94  Checklist:  During  International 
TYavel  A  personal  security  guide. 
1/89  p.  115. 

95  The  Opening  of  Europe  Exhibi¬ 
tors  may  get  their  best  shot  yet  at 
European  business.  4/89  p.  134. 

96  Breaking  the  IVade  Show  Barri¬ 
ers  Convention  and  trade  show  or¬ 
ganizers  struggle  to  figure  out  how 
the  changing  worla  trade  market 
will  affect  them.  12/89  p.  33. 

97  1992:  Resolving  the  Issues  New 
systems  must  be  devised  if  exhibi¬ 
tion  opportunities  in  Europe  are  to 
be  realized.  12/89  p.  42. 

98  Working  With  Overseas  Airlines 
Planners  heading  overseas  can  en¬ 
sure  the  best  fares  and  amenities  if 
they  know  what  questions  to  ask. 
12/89  p.  65. 


MEETING  MANAGEMENT 

99  Forging  Team  Power  Companies 
can  put  Rah!  Rah!  back  in  team 
spirit.  1/89  p.  26. 

100  Would  You  Be  Your  Own  Cus¬ 
tomer?  Strengthen  weak  links  in 
your  chain  of  service.  2/89  p.  126. 

101  Meetings  Give  You  a  Leg  Up  the 
Corporate  Ladder  Managers  use 
meetings  to  judge  other  managers. 
4/89  p.  51. 

102  Fift^n  Ways  to  Thwart  Crime 
4/89  p.  63. 

103  Conffict  at  Meetings:  Come  Out 
Fighting  Conflict  will  often  force  a 
group  to  focus  on  its  goals.  5/89 
p.30. 

104  Checklist:  Parliamentary  Pro¬ 
cedure  in  Assembly  Meetings 
5/89  p.  165. 

105  Management  Strategy:  Get  Con¬ 
trol!  How  successful  managers  use 
meetings  to  control  performance. 
6/89  p.  37. 

106  How  the  Pros  Save  Big  Bucks 
Money-saving  tips  on  negotiating  a 
convention.  6/89  p.  83. 

107  Procedures  for  Association 
Committee  Meetings  Pointers  ex¬ 
cerpted  from  Procedures  for  Meet¬ 
ings  and  Organizations.  6/89 

p.  101. 

108  Ready  for  Your  Annual  Meet¬ 
ing?  Preparation  is  the  secret.  7/89 

p.  28. 

109  Executives — Get  Out  of  Town! 
On  executive  retreats.  7/89  p.  33. 

no  Shining  Up  a  Presentation  Ad¬ 
vice  on  brightening  up  lectures  to 
small  groups.  7/89  p.  74. 

111  Avoiding  Liability  Afloat  The 
Coast  Guard  is  cracking  down  on 
boats  that  are  unsafe  or  illegal,  and 
meeting  planners  are  sometimes 
the  unwitting  victims.  8/89  p.  95. 

1 12  Five  Ways  to  Make  Your  Com¬ 
pany’s  Meetings  Work  8/89  p.  99. 

113  How  to  Survive  a  Crazy  Sched¬ 
ule  8/89  p.  102. 

1 14  Brainstorming:  It’s  Not  As  Easy 
As  You  Think  9/89  p.  30. 

1 15  Advisory  Councils:  Join  Now 
and  Feel  Great  Planners  benefit 
when  asked  to  advise  suppliers. 
9/89  p.  39. 

1 16  When  Crisis  Strikes  How  to  avert 
or  cope  with  disaster  at  your  meet¬ 
ings.  9/89  p.  64. 

117  Checklist:  45  Money-Saving 
■Kps  9/89  p.  177. 

118  Planner-Supplier  Free-for-All 
SM  roundtable.  10/89  p.  72. 

119  Are  We  Ready  for  ^tter  Meet¬ 
ings?  Surveys  examine  the 
groundwork  of  meetings  manage¬ 
ment.  10/89  p.  121. 

120  Small  Meetings  vs.  Big  Meet¬ 
ings,  Or  Jousting  With  Janet 
What  is  a  small  meeting?  11/89 

p.  28. 

121  Playing  to  the  Camera  The  need 
for  on-camera  professionalism. 
11/89  p.  137. 

122  Windowless  Rooms  Work  Main¬ 
tain  a  harmonious  conference 
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165  Do  the  Shuttle  Bus  Tips  on  work¬ 
ing  with  a  “bus  broker.”  4/89 

p.  139. 

166  Editorial:  Tending  to  the  Money 
Tree  Basic  economic  common 
sense.  6/89  p.  68. 

167  Who’s  Feeling  the  Pinch?  As 
travel  costs  rise,  planners  change 
old  patterns.  6/89  p.  70. 

168  Corporations  Can’t  Get  a  Han¬ 
dle  on  Group  Travel  Expenses 
U.S.  businesses  are  spending  mon¬ 
ey  inefficiently.  9/89  p.  29. 

SITE  SELECTION 

169  ANAHEIM  2/89  p.  145. 

170  ARIZONA  3/89  p.  165. 

171  ARKANSAS  7/89  p.  89. 

172  ATLANTA  5/89  p.  195. 

173  ATLANTIC  CITY  1/89  p.  135. 
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“/  believe  a  hotel  with  style  and  character  makes  a 
statement  about  a  meeting  long  before  the  speakers  do" 


James  Daley  knew  what  he  was  getting  when  he  bought  The  Copley  Plaza  Hotel— 
simply  the  .nost  artfully  designed,  rich-in-eharacter  hotel  in  Boston.  Meetings  here 
draw  their  personality  from  the  hotel’s  charm,  their  preciseness  from  a  staff  that 
understands  the  importance  of  tending  to  business  crisply  and  rfficiently.  If  you’re 
planning  a  meeting  (d  six  or  600,  phone  us  at  617-267-5300  or  FAX  617-267-7668. 

THE  (DPLEY  PLAZA  HOTEL 
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